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Evolution of B2B customer journeys1
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Adobe has transformed our business multiple times

2002 2004 2006 2008 2010 2012 2014 2016 2018 2020

~3,100
Employees

~30,000
Employees

Macromedia
Multi-media
Design software

Scene7
Dynamic
Media software

Omniture
Web analytics

Day
Software
Content 
Management

Demdex
Audience
optimization

EchoSign
Web-based
signatures

Auditude
Video
publishing

Efficient
Frontier/CO
Digital advertising
optimization

Behance
Online creative 
community

Neolane
Campaign
Marketing

Fotolia
Stock
photography

LiveFyre
Social

TubeMogul
Video
Advertising

ComScore
Digital Analytix

Magento
E-Commerce

Marketo
Marketing 
Automation

Substance
3D Editing
& Authoring

Medium
3D Authoring

Workfront
Online work 
management

Frame.io
Creative 
review & 
collaboration

Accelio
Enterprise
Documents

Real-Time 
Customer 
Data 
Platform
Unified profile 
native on AEP

Adobe 
Experience 
Platform
Hyperscale 
architecture & 
AI/ML services

Journey 
Optimizer
Orchestrated 
omnichannel 
journeys

Customer 
Journey 
Analytics
Omnichannel 
insights for 
citizen data 
analysts

2022

Launch Digital 
Experience (DX)
business

Creative Cloud move to 
subscription and 
Data-Driven Operating 
Model (DDOM)

Rearchitecting DX on 
shared platform to 
accelerate innovation

Product 
Analytics
Analyze active 
user growth & 
adoption of 
features

2024

GenStudio for 
Performance 
Marketers
GenAI-powered 
application to 
create & activate 
high-performing 
content across 
channels

2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024+

Adobe 
Firefly
Generative AI 
models & 
services for 
creatives

Adobe 
Journey 
Optimizer 
B2B Edition
Omni-channel 
buying group 
journeys
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Sources: Adobe Digital Insights, 2023 vs. 2024; Gartner, The B2B Buying Journey; 
McKinsey & Company, Global B2B Pulse; IDC, B2B Technology Buyer Survey; Forrester, B2B Buying Survey

B2B customer journeys are becoming longer and more complicated

Buyer Journey Complexity

Thousands
of key moments

37
interactions / 

decision maker 

11 
decision 
makers

10
channels

Longer B2B Journeys

63% YoY increase

19% YoY increase

Engaged (296 days)

MQL (136 days)

SQL (162 days)

Oppty 
(135 days)

$ Longer & more 
costly

Source: Adobe Marketo Engage

13% of MQLs convert
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Continuously evolving B2B customer expectations are not being met

Buyers expect relevant content They want to do business on their terms
..however, most buyer 

expectations remain unmet

©2023 Adobe. All Rights Reserved. Adobe Confidential.

supplier-buyer interaction 
in digital channels by 2025.

Sources: Forrester; Demand Gen Report; Gartner

of Millennial and Gen Z B2B 
buyers prefer self-service.

“a good experience is a 
personalized experience.”84%

“content that speaks 
directly to our company” - 
“very important.”

70% >55%

80%

3.6/5 – ease of finding 
persona relevant resources

40% of execs did not find 
tailored online experience

80% 

switched vendors unable to 
meet expectations

Source: Adobe 2024 Buying Group CX Assessment; Accenture
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Primary Colors Secondary Colors

Completion Score 62%

Finance Director
Martha Speck

Decision Maker

Marketing Director
Amy Smith

Influencer

Marketing Manager
Laura King

Practitioner

Marketing SVP
Martin Lakes

Decision Maker

IT Director
Jamie Morton

Decision Maker

Financial Planning Director

[no email yet]

No contact

Completion Score 50%

Finance Director
Martha Speck

Decision Maker

Marketing Director
Amy Smith

Influencer

Marketing Manager
Laura King

Practitioner

Marketing SVP
Martin Lakes

Decision Maker

IT Director

[no email yet]

Financial Planning Director
Azeem Jawhari

Influencer

No contact

Marketing

Causes lost leads and hinders sales

Sales

Lack of coordination between 
marketing and sales results in lost revenue
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Causes lost leads and hinders sales

Completion Score 62%

Finance Director
Martha Speck

Decision Maker

Marketing Director
Amy Smith

Influencer

Marketing Manager
Laura King

Practitioner

Marketing SVP
Martin Lakes

Decision Maker

IT Director
Jamie Morton

Decision Maker

Financial Planning Director

[no email yet]

No contact

Completion Score 50%

Finance Director
Martha Speck

Decision Maker

Marketing Director
Amy Smith

Influencer

Marketing Manager
Laura King

Practitioner

Marketing SVP
Martin Lakes

Decision Maker

IT Director

[no email yet]

Financial Planning Director
Azeem Jawhari

Influencer

No contact

Lack of coordination between 
marketing and sales results in lost revenue

Marketing Sales
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Stronger coordination between marketing and sales drives increased revenue

Completion Score 50%

Finance Director
Martha Speck

Decision Maker

Marketing Director
Amy Smith

Influencer

Marketing Manager
Laura King

Practitioner

Marketing SVP
Martin Lakes

Decision Maker

IT Director

[no email yet]

Financial Planning 
Director
Azeem Jawhari

Influencer

No 
contact

Completion Score 75%

Marketing SVP
Martin Lakes

Engaged

Marketing Director
Amy Smith

Developing

IT Director
Jamie Morton

Engaged

Unknown

Missing

No contact

Architect

Missing

No contact

Completion Score Completion Score

Finance Director
Martha Speck

Engaged

Marketing Manager
Laura King

Engaged

Financial Planning 
Director
Azeem Jawhari

Developing

Unknown

Missing

No contact

Completion Score

Marketing IT Finance

Marketing

Sales

D
ec
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P
ra
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n

er

Generates quality leads and boosts sales
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Companies who organize around buying groups see strong results

Source: Forrester  

20%

20% increase 
in actionable 
sales pipeline

6%

Stronger conversion 
of opportunities sent 

to sales

24%
Increased pipeline 

velocity YoY

50%
Reduction in Lost 

Opportunities
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To achieve better results, B2B leaders are aligning sales and marketing in 3 ways

9

Source: 1. McKinsey    2. Gartner    3. Deloitte  

Shifting to a buying 
group-centric approach

Ensuring data readiness for 
accurate insights

Operating as 
one revenue team
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Buying Groups
Shifting to a buying group-centric approach
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Marketing SVP

Finance Director

CFO

Finance VP

IT Manager

CIO

Marketing Director

Marketing Manager

IT Director

Buying Groups can augment lead-based and account-based marketing programs

Lead-based Marketing

Lead-based Marketing

Marketing Manager

Account-based Marketing

Finance Director ContactMarketing Manager

IT Manager CIOFinance VP

Marketing Director IT DirectorCFO

Account

Buying group-based Marketing

Marketing Director

Technology Advancement

Marketing automation systems
Account-based 

marketing platforms

Generative AI 
Foundational data model 

Role-based activation

Finance VP

Finance Director

IT Manager

CIO

Marketing SVP

Finance Director

CFO

Finance VP

IT Manager

CIO

Marketing Director

Marketing Manager

IT Director

Marketing Finance IT

P
ra

ct
io

n
er

In
fl

u
en

ce
r

D
ec

is
io

n
-m

ak
er

Buying groups
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Engage Evaluate Buy UseDiscover

��

Persona-targeted acquisition and 
self-service chatbot

Personalized event itinerary
drives qualification

Personalized content
 to buying group members 

Qualifying buying group 
completeness & engagement

Insights delivered to Sales for 
coordinated engagement

Guided product onboarding; 
cross/up-sell offers 

Kyron, Townsend IT Dir.
Tasked with migrating network 
management to the cloud

Collect real-time data and tailor experiences 
reflective of site and live event behavior

Leverage GenAI to identify the buying group and offer 
self-service engagement, webinar, personalized 

content, and live sponsorship event invite

Predicting buying intent with intelligent 
omnivehicle tracking & Buying Group 

completeness with POI scoring

Capture product analytics on 
usage and engagement;
Next best action/offer

Digital Capabilities

Sam, Townsend Operations VP 
Attending Altura Summit to learn 
about cloud-based networking Jess, Townsend Chief Financial Officer

Looking to minimize tech spend

Chat with Altura

Buying group journey engages multiple stakeholders with role-specific content

Buying groups

Altura 

Marketing

Altura 

Sales



© 2023 Adobe. All Rights Reserved. Adobe 
Confidential.

1/
4

2/4 3/4

1/
2

2/31/
3

Turn on Guides to see the custom grid.
Mac: Control-option-command-G
Win: Alt-F9 (or Alt-Fn-F9 on some laptops)

Title
are
a

Foote
r
area

Conten
t
area

© 2024 Adobe. All Rights Reserved. Adobe Confidential.

Data Readiness
Ensuring data readiness for accurate insights
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Preparation Sample Use Cases Business Impact

Ideal customer 
data profile

Identified data 
dimensions/attributes

Prioritized use cases

Data sources inventory

Higher win rates

Shorter deal cycles

Lower churn

More upsell

Customer retention

Lower CAC

Reach relevant 
C-Suite members

Expand product 
adoption

Cross-sell related 
products

Accelerate sales cycles

Effectively progress 
stalled deals

Address customer 
challenges

Data readiness is foundational for consistent marketing-sales partnership

Execution

3

Structuring
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Data Readiness

B2B data readiness can be achieved over 4 phases

Shape data for quality output

Profile, de-duplicate, enrich, and stitch

Phase 2: Perform

Identify priority customer outcomes

Define use cases, sources & attributes, and ERD

Phase 1: Identify

Establish data hygiene to reduce data debt

TTL policies, refresh schedule, profile & segment scope

Phase 3: Establish

Structure for B2B: account hierarchy, lead-to-account

Define buying group scorecard � fill in target personas 
� create role-based content � orchestrate BG journeys

Phase 4: B2B

Preparation

Execution - 
Cleaning

Execution - 
Cleaning

Execution - 
Structuring
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Technology stack purpose built for B2B to optimize data readiness

Data sources

• CRM

• Data lake

• Web platforms

• ERP

• Customer 
Success

• Call center

Data Storage

• Batch data

Event Capture

• Streaming data

Unified 
marketing data

• Unified 
customer profile

• Account 
hierarchy

• Segmentation

• Buying intent 
scores

Analytics

• Path analysis

• Attribution

• Cross-channel 
analysis

• Predictive 
analytics

Account & 
Buying Group journeys

• Buying group mgmt. & 
qualification

• AI-assisted journey 
activation

                

                

Data Readiness

Real-time 
Customer Data 
Platform

Adobe Journey 
Optimizer

Customer Journey 
Analytics

Leads & contact journeys

• Lead & contact 
qualification

• Lead nurtures & 
programs

Marketo Engage
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Operating Model
Operating as one revenue team
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Key actions Revenue team alignment

Target Accounts

Target Opportunities

Detected

Engaged

Prioritized

Qualified

Pipeline

Won

1 – Define target market

2 – Create awareness and   
       detect buying groups

3 – Attract and engage buying
       group members

4 – Finalize and prioritize   
       buying groups

5 – Qualify early-stage      
       opportunities

6 – Validate needs and
       accelerate opportunities

7 – Drive deals to close

Marketing Sales ProductOpportunities

Marketing, sales and product teams partner to 
identify target accounts 

Marketing and sales partnership to identify 
opportunities in target accounts

Sales and marketing celebrate together

Marketing highlights opportunities displaying 
signs of interest

Marketing recognizes opportunities with at 
least one buying group member engaged

Marketing engages sales for joint 
opportunity assessment

Marketing and sales co-engagement

Sales progresses pipeline

New operating model brings tighter collaboration throughout the customer journey

Operating model
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Sales

Product

Alerting sales to marketing qualified buying groups increases effectiveness 

Sales

Operating model

Traditional ABX 2.0

Contact ContactContact ContactContact

Account

Audience Segments Created

Contact ContactContact ContactContact

Account

Engage SQL to close opportunity

Engage priority buying 
group contacts

Progress based on 
completeness & 

engagement

Qualify MQBG2 and 
SQBG3

Role A Role B Role C

Group 2

Role BRole A Role C

Group 1

Account

Engage SQBG for targeted approach3

Engage contacts in 
accounts

Progress contacts with 
programmatic nurture

Qualify MQL and  
SQL

Role A Role B

Group 2

Role BRole A

Non-Members:

Contact

Group 1

Missing
Member!

Account

Create buying group constructs with AI1

ContactRole C Role C

Missing
Member!

Digital Marketing

1. Coming in 2025,  2. MQBG = Marketing Qualified Buying Group, 3. SQBG = Sales Qualified Buying Group
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Takeaways to get started with buying groups

Buying groups unlock 
marketing-sales alignment

Data Readiness is a prerequisite 
for buying groups

A new operating model 
is needed 

Align revenue teams and deliver growth with ABX 2.0 

3

Structuring
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Marketing Sales Product

Marketing Qualified Buying 
Groups
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